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Abstract 
This study examined purchase intention of environment-friendly automobile by investigating the interrelationships 
between the consumers’ environment responsibility feeling, values, knowledge, perceptions of environmental 
advertisement and environment-friendly automobile. The results showed that, environmental knowledge has no 
significant influence on consumers’ perception of the environmental advertisement.  However, it has a significant 
influence on the perception of the environment-friendly automobile. Consumers’ environment responsibility feeling 
and values have significant influence on perception of the environmental advertisement and product.  Finally, the 
perception of the environmental advertisement has no effect on purchase intention of environment-friendly 
automobile, but the perception of environment-friendly automobile can affect purchase intention.  
© 2013 Published by the Centre for Environment-Behaviour Studies (cE-Bs), Faculty of Architecture, Planning & 
Surveying, Universiti Teknologi MARA, Malaysia  
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1. Introduction 
Environmental issue has long been the concern of the current generation in many different contexts 
such as property, businesses, tourism, and higher institution among others (Saffuan, et al., 2013; El-
Zeiny, 2011; Yusof, et al., 2011).  In business context particularly, research on environmental issues has 
shown an increasingly high level of awareness and concern throughout the population.  It initially started 
with the awareness of the implication of destruction of natural resources, which in turn has created eco-
friendly consumption called green consumerism (Kim & Damhorst, 1998).  Additionally, the idea of 
environmental issues has rapidly gained recognition in the last decades as part of the sustainable 
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communities.  In fact, today’s marketplace has become an increasingly attractive of consumption or 
market of green products.  Studies have shown that many consumers are willing to pay a premium price 
for green products (Borin, et al., 2011).  
Various aspects of environment are increasingly evident in many businesses’ practices, which include 
aspects of green management, green marketing, green production, and green innovation in their strategies. 
In fact, in some countries like the U.S and also the Europe, the concept of ‘going green’ is no longer part 
of the CSR initiatives, but it is part of many retailers’ cultures. Accordingly, millions of dollars have been 
saved from the environmentally sustainable and responsible efforts such as packaging reduction, 
recycling, as well as fuel consumption trucks. Research in the automobile industry suggests that there has 
been an increasingly number of organizations aspired to go green. 
While there is unrelenting interest on the green environment aspect in both academician and 
practitioners, there has been little attention directed toward understanding this concept that relates with 
purchase intention based on consumers’ perception of the environmental advertisement as well as 
perception of the environment-friendly automobile.  In the automobile context, specifically, various 
factors, such as country of origins, brand, corporate brand credibility (Wu, 2011; Wang & Yang, 2011) 
and price have been found to influence consumers’ purchase intention.  Other consumer-oriented factors 
include environmentally conscious consumer behavior (McIntosh, 2009), emotional attachment, 
awareness, and accessibility (Narteh, et al., 2012). With the rapid growth of consumption demand for 
green products in Malaysia, automobile industry is one of the industries that move along with the increase 
of awareness of consumers of the green issue.  Against this backdrop, the aim of the study is to 
investigate purchase intention of environment-friendly automobilebased on the perception of environment 
advertisement, as well as perception of environment-friendly car.  In addition, this study is also to 
examine the interrelationships between responsibility feelings, values, and knowledge toward 
environment issue with purchase intention, as well as perceptions of environment advertisement and 
environment-friendly automobile. The significant interactions were investigated based from previous 
studies that confirmed the important role that responsibility feelings, values, and knowledge toward 
environment issue has in purchase intention of environment-friendly automobile (e.g. Henning & 
Karlsson, 2011).  Environmental advertisement was also found to influence consumer behavior (Rahbar 
& Abdul Wahid, 2011).By incorporating the perception of the environmental advertisement and the 
environment-friendly product, as well as the antecedents of the perceptions with measures of 
responsibility feeling, values, and environmental knowledge, it may be possible to understand more 
clearly what influences the purchase intention of consumers for an automobile.  To this end, we first 
develop our hypotheses, and then we explain our research methodology, and consequently present our 
results and discuss our findings.  By proposing and subsequently testing the relationships of the 
conceptual framework with six constructs, this study is intended to achieve the following research 
objectives: (1) to examine the influence of consumers’ values, responsibility feeling and environmental 
knowledge on perceived environmental advertisement and environment-friendly product, (2) to 
investigate the effects of perceived environmental advertisement and environment-friendly product on 
purchase intention. 
2. Literature review and study framework 
2.1. Theoretical view of constructs 
• Environment in consumer behavior 
The environment issue in many firms has been much studied as one of the important initiatives of 
CSR.  In fact, among other initiatives, environmental issues were among the most commonly reported by 
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firms, especially the food retailers. Stem from the increase in green consumerism and also regulations by 
the government, companies are enforced to incorporate the environmental agenda in their strategy. 
Policies and incentives of the government on the environmental issue to the manufacturers to product 
green products have been to encourage consumers to purchase green products.  According to Chen 
(2008), companies, which invest in efforts on the environmental issue, are able to improve their corporate 
images and to develop new markets as well as to increase their competitive advantages.  In addition, 
companies that embrace the concept of green environment with environmental-friendly products and 
packaging can charge relatively high price for their products and hence increase their differentiation 
advantages of their products (Chen, 2008).  
In investigating environmental issue as a green marketing tool on consumer purchase behavior, Rahbar 
and Abdul Wahid (2011) found that consumers trust in eco-label and eco-brand and their perception of 
eco brand show positive and significant relationship with the actual purchase behavior.  In addition, 
Manaktola and Jauhari (2007) found a significant relationship between consumer attitude and behavior 
towards green practices of the hotel industry.   
• Responsibility feeling toward environmental issue 
The trend towards green environment in recent years has increased consumers’ responsibility towards 
this issue.  Many studies have found that consumers would purchase products, which protect the 
environment.  It is stated in the literature that consumers who have responsibility feeling towards the 
environmental issue will purchase green products and, in fact, they are willing to pay more for them (Kim 
& Damhorst, 1998). Similarly, Kaiser, Ranney, Hartig, and Bowler (1999)found that consumers who have 
the responsibility feeling toward environmental issue would have a tendency to have ecological behavior 
intention.Other responsibility feeling toward environment issue is evident in various type of behavior 
such as recycling (e.g. Schultz & Oskamp, 1996), transport (Steg & Vlek, 1997), or even political 
behavior (Cameron, Brown, & Chapman, 1998).   
• Environmental values 
Values are found to be an important underlying factor in all consumers’ decisions. According to 
Kaiser, et al. (1999), consumers use environmental values as an approximation of subjective norms to 
predict ecological behavior.  The results suggest that there is a high correlation between a person’s values 
and commitment to pro-environmental actions.  The results support previous findings by Vinson, Scott, 
and Lamont (1977) who found that an individual’s values have significant influence on how he or she will 
react in different situations.  It is also evident in Henning and Karlsson (2011)’s findings that consumers’ 
environmental values have a significant influence on purchase intention for environment-friendly 
automobiles.   
• Environmental knowledge 
Fryxell and Lo (2003) defined environmental knowledge as “a general knowledge of facts, concepts, 
and relationships concerning the natural environment and its major ecosystem”. (p.45). It is 
conceptualized as the understanding of the public about the environment.  Henning and Karlsson (2011) 
further describe the environmental knowledge as a precondition as well as an important element to form 
the environmental attitude.  Bradley (2006) specifically described knowledge as an accurateundestanding 
of the issue under consideration.It is found that the role of knowledge is rarely examined by researchers, 
particularly, in the environment issue.  However, knowledge has been an important element in recent 
years in determining consumer behavior.  For example, Manrai, Manrai, Lascu and Ryans (1997) in the 
study about consumer behavior suggested that environmental knowledge of a consumer would lead to 
purchase intention the products, which have green claims.  In a similar vein, Bradley (2006) found the 
relationship between the environmental knowledge and environmental attitude in the study that examined 
the vehicles ownership.  The result supports the notion that with the widespread of consumers’ awareness 
and knowledge on environmental issue, it is reasonable to expect that the consumers are willing to 
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purchase the environment-friendly automobile.  In contrast, Nilsson and Kuller (2000) found that 
environmental knowledge has a minimal impact on consumer behavior. 
• Perceived advertisement and environment-friendly product 
Today, in parallel with the increase of interest of the consumers of environment issue, marketers have 
also shown their interest in the issue by employing the environmental advertisement in their promotion to 
appeal the products to the consumers.  There has been an incresing in the advertisement that 
promotesvartious green aspect of consumer products (Davis, 1993).  As there have also been an 
increasing number of consumers who are affluent and educated, this has prompted the marketers to appeal 
their advertisement through advertising that emphasizes on the environment-friendliness. Davis (1993) 
describes environmental advertisement as having three elements.  Firstly, it contains a statement of 
corporate concern for the environment and secondly, it describes the way the firm has changed its 
procedures to indicate its concern and commitment at improving the environment.  Thirdly, the 
advertisement describes the corporation involvement in specific environmental action. 
The perceived advertisement of environment and the perception of eco-labeling was recognized as the 
green marketing tool (Rahbar & Abdul Wahid, 2011).  These tools were used to enhance consumers’ 
knowledge about environmental friendly products.  Eco-labelling in an advertisement is used to promote 
the knowledge about green products. Nik Abdul Rashid (2009) acknowledged that eco-label has an 
influence on consumers’ purchase intention.  He further argued that eco-labels are attractive instruments 
to increase their awareness on the environmental impact of their purchasing decisions.  Despite the 
importance of environmental advertisement in influencing consumer behavior, Rahbar and Abdul Wahid 
(2011) found a contrasting result.  They found that environmental advertisement has no significant 
influence on purchase behavior. 
In Malaysia, specifically, although there has been an increasing popularity in the environmental 
advertisement, how the consumers actually respond to the environmental claims is still far from clear.  
Therefore, to help the marketers establish a better understanding of this issue, this variable is included in 
the present study as a factor that can influence purchase intention of the environment-friendly automobile.  
•   Purchase intention 
Purchase intention for green environment product is conceptualized as the probability and willingness 
to prefer to purchase the product which has features of having eco-friendly features (Nik Abdul Rashid, 
2009).  In another view, Chan (2001) defines purchase intention for green environment product as 
consumer behavior for a specific kind of eco-friendly product to express their concern for the 
environment.  Numerous studies have found that consumers who have shown their awareness and concern 
for the environment are more inclined to purchase green products (Manaktola & Jauhari, 2007; Ali, et al., 
2011).  In addition, Straughan and Roberts (1999) found that a consumer with a positive environment 
behavior would prefer to purchase green products more often.  
2.2. The proposed hypothetical model 
Figure 1 depicts the proposed hypothetical causal model for the current study. The model for the 
current study examines the structural, causal relationships between responsibility feeling, environmental 
values, environmental knowledge, perceptions of environmental advertisement and product, as well as 





























Fig. 1. Proposed hypothetical model 
On the basis of preceding findings, the following is hypothesized  
 
Hypothesis 1: Responsibility feeling has a significant positive effect on perception of 
environmental advertisement 
 
Hypothesis 2: Environmental values have a significant positive effect on perception of 
environmental advertisement 
 
Hypothesis 3: Environmental knowledge has a significant positive effect on perception of 
environmental advertisement 
 
Hypothesis 4: Responsibility feeling has a significant positive effect on perception of 
environment-friendly product 
 
Hypothesis 5: Environmental values has a significant positive effect on perception of 
environment-friendly product 
 
Hypothesis 6: Environmental knowledge has a significant positive effect on perception of 
environment-friendly product 
 
Hypothesis 7: Perception of environmental advertisement has a significant positive effect on 
purchase intention for environment-friendly product 
 
Hypothesis 8: Perception of environment-friendly product has a significant positive effect on 
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3. Research methodology and data analysis 
3.1. Research design 
To test the hypothesis, questionnaires were distributed to the respondents comprising of adult 
consumers of over 19years old as the target group for the distribution of the questionnaire.  Adult 
consumers of over 19 years old represent an appropriate frame for this study because it is often the target 
group by retailers.  Furthermore, it is the cut-off age where the Malaysians have finished their tertiary 
education and some are already in the workforce.  
3.2. Sampling method and procedure 
300 questionnaires were distributed using a survey methodology based on convenient sampling of the 
population of Shah Alam. The study utilized a survey approach, with self-administered questionnaires, 
which were distributed in office as in drop off and collect technique.  Research has shown that this 
technique is suitable for extensive questionnaires and furthermore it can minimize non-response errors 
(Hair, Babin, Money, and Samouel, 2003). 
The survey instrument has also included a screening question to the respondents to ensure they have 
knowledge about the eco-friendly automobiles in the industry.  The respondents were asked for 
information about their perception of environmental advertisement and eco-labeling as well as their 
knowledge, responsibility feeling and values toward the environmental issue.  Subsequently, they were 
also asked about specific behavior that may have occurred as a result of the perception.  Finally, they 
were requested to provide demographic information about themselves.  For a period of over two months, 
265 questionnaires were collected and finally there were 250 usable questionnaires to be included in the 
actual data analysis. 
3.3. Measures 
The scales for the measurement of constructs were adopted from the extent literature due to their 
relevance to the study context and their reliability.   A five-point scale was used as the response format 
with assigned values ranging from ‘strongly disagree’ to ‘strongly agree’. 
Responsibility Feeling.  Taking as frame of reference the studies of Henning and Karlsson (2011), 5 
items to measure the responsibility feeling were developed.  The items of the scale measure the extent to 
which they have the feeling of responsibility toward environmental issue. 
Environmental Values.Environmental values were measured using6 items selected from Henning and 
Karlsson (2011). 
Environmental Knowledge.  Measures for environmental knowledge were borrowed from Henning and 
Karlsson (2011).  The scales consist of 5 items. 
Perception of Environmental Advertisement.  The measurement for this construct is a 3-item scale by 
Rahbar and Abdul Wahid (2011). 
Perception of Environment-friendly Product.  A 3-item scale was developed using Yusof, Musa, and 
Rahman (2011)’s scale. 
Purchase Intention. The measurement for the construct was borrowed from Henning and Karlsson 
(2011) with 5 items scale. 
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3.4. Data analysis 
SPSS 16 was used for data analysis for descriptive statistics and AMOS version 16 was used for 
structural equation modeling. Missing values, outliers, and distribution of all measured variables were 
examined to purify the data and reduce systematic errors. 
As a general procedure, the first phase involves the item screening and purification using the internal 
consistency and exploratory factor analysis (EFA).  The purpose of EFA is to identify the underlying 
structure of the constructs examined. Six factors with eigen-value above 1.0 were generated which 
explained about 74% of the total variance.  Each factor has yielded a reliability coefficient ranging from 
0.8 to 0.9.  Factor that has Cronbach alpha value greater than 0.6, is considered as having good internal 
consistency (Hair et al., 2003).  Subsequently, on the basis of testing the research hypotheses, researchers 
used correlation matrix and regression for the interpretation of data. 
4. Results 
4.1. Sample characteristics 
A total of 250 respondents completed a self-administered questionnaire.  Majority of the respondents is 
male and in the 20-30 years of age category. The major ethnic group of the respondents is the Malay.  
This is shown as 63.5%, which comprises of 127 of respondents.  Another major ethnic group is the 
Chinese, which consisted of 42 respondents representing 21%. In terms of income level, 62 respondents 
or 31% have income of between RM1001 – RM3000 which is the major income level.  The next 
significant group is the one that has an income level of between RM3001 – RM5000.  It consists of 55 or 
27.5% of the respondents. 
 
Table 1.  Demographic characteristics of respondents 
 
Variables  Frequency Percentage 
Gender Male 109 43.5 
 Female 141 56.5 
Age Below 19 5 2 
 20-30 141 56.5 
 31-40 74 29.5 
 Above 40 30 12 
Race Malay 159 63.5 
 Chinese  53 21 
 Indian 38 15.5 
Household Income Below RM1,000 58 23 
 RM1,000 – RM3,000 78 31 
 RM3,000 – RM5,000 69 27.5 
 Above RM5,000 45 18.5 
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4.2. Reliability analysis 
The reliability analysis (Cronbach alpha) was performed to determine the reliability and consistency of 
each of the measurements of constructs.  A cut-off value of 0.5 was considered as the acceptable value for 
the indication of reliability of this study (Nunnally, 1967).  Table 2 shows a summary of the reliability 
analysis for the constructs. 
 
Tables 2. Variables and their measures of reliability 
 
Constructs Cronbach’s alpha 
Responsibility Feeling 0.707 
Environmental Values 0.665 
Environmental Knowledge 0.803 
Perception of Environmental Advertisement 0.837 
Perception of Eco-product 0.898 
Purchase Intention  0.835 
4.3. Exploratory factor analysis (EFA) 
Exploratory factor analysis was also conducted on all the six constructs.  The initial run of the analysis 
of exploratory factor analysis of twenty-seven items has yielded eight factors.  The initial purification 
exercise resulted in deletion of two items due to having very high cross loading which is greater than 0.30 
on multiple factors.  The second round of exploratory factor analysis based on the existing items was run 
again.  This has resulted in six factors, which accounted for 72.85% of total variance explained. Other 
items have displayed factor loading greater than 0.55.  The KMO value was 0.94, which exceeds the 
recommended value of 0.8 as suggested by Sharma (1996).  In addition, Bartlett’s test of sphericity was 
statistically significant which indicates that the factorability of the correlation matrix was supported 
(Field, 2002). 
4.4. Hypothesis test 
The hypotheses developed in the conceptual framework were tested using regression analysis at a 95% 
confidence level. The regression weight indicated that all hypotheses were significant in the hypothesized 
direction except for two hypotheses.  The relationship between responsibility feeling towards 
environmental issue and the perception of an environmental advertisement was significant and positive 
(Standardized estimate= 0.23, t-value = 2.98, p=0.003) and thus supporting H1. Similarly, H2, which 
predicts the link between environmental values and perception of environmental advertising, was also 
found to be significant (standardized estimate = 0.266, t-value = 3.62, p=0.001).  However, H3, which 
links between environmental knowledge and perception of environmental advertising, was non-significant 
(standardized estimate = 0.025, t-value = 0.37, p= 0.7).  This result thus does not provide support for H3.  
Likewise, H4 and H5, which are the relationship between responsibility feeling and environmental 
valueswith perception of environment-friendly product were also supported (standardized estimate = 
0.335, t-value = 4.54, p=0.001) and (standardized estimates = 0.181, t-value = 2.51, p = 0.013).In 
addition, the relationship between environmental knowledge and perception of eco-product, hypothesized 
as H6, was also supported (standardized estimate = 0.233, t-value = 3.58, p = 0.001). 
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In another hypotheses, H7 and H8, which examine the significant effects of perception of 
environmental advertising and perception of environmental-friendly product with purchase intention of 
green automobile, results have shown that on H7 was not supported.  The relationship was between 
perception of an environmental advertisement and purchase intention of green automobile (standardized 
estimate = 0.1, t-value = 1.58, p = 0.12).  In contrast, H8, which predicts the effect of perception of 
environment-friendly product with purchase intention of green product, was supported (standardized 
estimate = 0.582, t-value = 9.17, p = 0.001). 
Table 3. Results of the tested hypotheses 
 
5. Discussion and conclusion 
In this study, it was established that green practices among consumers were imperative which affects 
their perception of the environmental advertisement as well as the perception of environment-friendly 
product and in turn affects purchase intention.  This study uncovered that customer’s values and 
responsibility feeling towards environmental issue has an impact on their perception of environmental 
advertisement as well as perception of environmental-friendly product. Customers’s value was foundto be 
the most significant variable that influences perception of the environmental advertisement. Values have 
long been recongized as the influencers of human behavior.  The results suggest that customers’ values 
are mental images of an object, which has a strong effect in influencing an individual’s behavior because 
of its enduring belief of something.  Nevertheless, their knowledge about environmental issue does not 
affect their perception toward the environmental advertisement but has an effect on perception toward 
environmental-friendly product. The result suggests that if consumers have knowledge about the 
environmental issue, it will not lead to the perception of environmental advertisement, but such 
knowledge in important in forming the perception of eco-product.  Thus, the results support findings by 
Kaiser, et al. (1999) that environmental knowledge plays an important role to form any kind of 
environmental attitude and perception. Additionally, perception of environmental advertisement has no 
effect on purchase intention of green automobile.  This indicates that environmental advertisement could 
 Hypotheses No. and Hypothesized Paths Standardized 
Coefficient 
Critical Ratio    
(t-value) 
Results 
H1 Responsibility FeelingÆPerception of 
Environmental Advertising 
    0.225 2.98 Supported 
H2 Environmental ValuesÆPerception of 
Environmental Advertising 
0.266 3.62 Supported 
H3 Environmental KnowledgeÆPerception of 
Environmental Advertising 
0.025 0.371    Not Supported 
H4 Responsibility Feeling Æ Perception of 
Environment-friendly product 
0.335 4.54 Supported 
H6 Environmental Knowledge Æ Perception of Eco-
labeling 
0.233 3.58 Supported 
H7 Perception of Environmental Advertising Æ 
Purchase Intention Green Automobile 
0.1 1.58 Not Supported 
H8 Perception of Eco-labeling Æ Purchase Intention 
Green Automobile 
0.582 9.17 Supported 
Significant at p<0.05 (t-value >1.96)    
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only possibly enhance consumers’ knowledge on green products, but could not influence them on their 
purchase intention of buying green automobiles.  It was suggested by Davis (1993) that environmental 
advertisement normally has lack of specific claim that may have resulted in consumers forming a negative 
view of the environmental advertisement.  Unlike perception of environment-friendly product, it is found 
that this factor has an effect on consumers’ purchase intention of green automobiles. In addition, 
responsibility feeling was found to be the key variable that influences perception of the environment-
friendly automobile.  Based on the findings, the study suggests the importance of responsibility feeling as 
well as the customers’ values in influencing the perception of both environmental advertisement and 
environment-friendly automobile.  Marketers need to consider the aspect of values among their 
consumers and considering values are developed over a span of period, therefore, strategies to increase 
consumers’ awareness and consciousness about the green issue need to also be continual.  In terms of 
advertisement, the reason for the insignificant relationship between the perception of the environmental 
advertisement and purchase intention suggests that the environment-friendly product is more important 
than the advertisement in infuencing purchase intention of the consumers.  Therefore, the focus of 
strategy of marketers has to be in the product itself.  If the focus of strategy is on environmental 
advertising, then the advertisement has to guide consumers in making an informed purchase decision. 
Since environmental knowledge has no significant relationship with perception of environmental 
advertisement, marketing strategies then have to focus on increasing the knowledge of consumers 
especially in terms of the detrimental effects of the non-environment type of automobile.  
6. Limitations and future research 
A major criticism of this study is related to external validity as the sample for this study, which 
solicited respondents who reside and work in the Shah Alam may not be a representative of all markets.  
This is simply because this study was conducted on the basis of Malaysian’ perception and behavior with 
different cultural background, lifestyles and socio-economics.  Therefore, there is a possibility of a 
cultural bias playing a role in the outcome of the study.    
In addition, this study only focused on automobile and as a result, knowledge about environmental 
issue may not lead to perception of environmental advertisement as well as perception of eco-labeling.  In 
addition, perception toward environmental advertisement also has no effect on purchase intention.   Other 
items could show a different result.  Therefore, future studies involving additional products or multiple 
product categories to examine differences in consumers between products should be conducted to 
enhance the generalizability of findings of this study. 
Additionally, this study identifies several salient research issues that require further investigation.  
Additional research should test the role of demographic variables as moderating the relationship to 
provide us a better understanding about the importance of environmental issue on purchase intention. 
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